The agenda-setting paradigm has demonstrated itself helpful for explaining why the audience pays more attention to concrete events, by means of receiving more information about them. The new digital media environment seems to be introducing some disruptions in this scenario, owing to a new relationship between the media and the audiences. The Web opens the door to the participation of the public in the selection of media contents, even in the publication of news stories and comments, or in the social interaction.
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what is going to be talked about for the day and even in upcoming weeks. The constant emphasis on a determined issue tends to call attention to itself, creating concern or awareness Nevertheless, it is also means that the public only knows of or talks about what the communication media provides, ignoring anything else. It would appear that what is not directly on the media agenda does not exist or, in the best of cases, is pushed into the background.
Nevertheless, the recent appearance of social networks has notoriously influenced the theory of agenda setting, giving rise to a number of doubts regarding if it is the mass media that really sets out the social agenda, or if it is the users who decide what the most important issues of the moment are. The border between those who mark the issues of the day can no longer be distinguished; if it is the social networks such as Twitter via trending topics or if it is the news which achieves whatever number of "like" or "hashtag" hits that inundate our profiles and reach first positions in rankings.
At the same time, social networks have contributed to increasing the capacity of audiences to personalise the information they consume and the topics that interest them. They have facilitated the access to all this information and have even become themselves generators of content for the mentioned information media.
In recent years there have been a number of examples where the most salient news stories published by the communications media are based on the topics about which various social platforms are most talking about, thus creating a change in the direction of the process of influence, taking it from the audiences to the media. The trending topics, those most voted on and visited, and the conversations that arise in the social media end up describing a much more precise map of the items that interest the public and about which they are really talking (Orihuela, 2011) .
What is proposed in this paper is to update the agenda-setting theory drawn up in the 70s by McCombs and Shaw, taking into account the new possibilities for communication arising from the Internet in general, and from social networks in particular. It has to be taken into account that the theory of agenda setting was based on the technologies available at the time it was put forward. Thus, it now behoves us to rethink this theory based on the new, current communicational context (Cerviño, 2013) .
Talking about agenda setting is to speak of the power that the mass communications media in contemporary society have in influencing and determining the degree of attention that the public pays to certain issues subject to collective interest (Saperas 1987: 56) . In this sense, what the theory puts forward is that the media are capable of transferring the relevance of an issue or news item which is on their agenda to the public (McCombs, 1996) ; grading the importance of the information they disseminate, conferring an order of priority and favouring a determined public perception of the news about public affairs (Meyer, 2009 ).
There exists a high correlation between the salient issues that the information media give importance to and those topics that interest their audiences (López-Escobar Journal of Media Critiques [JMC] -Digital Communication Impact 247 et al, 1996) . The communications media can point their target audience to the issues they (the citizens) ought to be thinking about, what content should be included in or excluded from their knowledge, what events should importance be given to or not, and what value given to persons and problems (Vilches, 2011: 153) . Thus, the people consider some topics more important than others in direct proportion to the salience the mass media confer upon them. The selection of issues by the media is what influences the thematic perception by the public and not vice-versa.
In order to appreciate the relevance of their research, the definition of agenda setting drawn up by McCombs and Shaw should be recalled. For these authors, what is involved is the capacity of the mass media to select certain issues and discard others, and thus make the public perceive as important those issues that the media highlight as salient (1972) . Originally, these authors suggested that it is the mass media that establishes the public agenda but, nonetheless, they subsequently rectified this by saying that, while the audience cannot be told what exactly to think (how to think about an issue), it is possible for the media to tell you what to think about. "Setting the agenda is the process by which the communications media frequently present and highlight certain issues, the result being that large segments of the population begin to perceive these questions as more important than other. In a few words, "When an issue is frequently covered in the media, the citizens start perceiving it as more important than the ones that get less coverage" (Coleman et al, 2008: 147) .
This theory continued the thesis that Cohen (1963: 17) put forward in his research, wherein he highlighted that the mass media "may not be successful in telling people how to think, but it is stunningly successful in telling its readers what to think about". In accord with these premises, the issues deemed salient by the mass media acquire greater importance for citizens when making their decisions (Roberts et al, 2002) . McCombs and Shaw recall that there exist two clearly distinguishable theoretical levels within agenda setting. The first focuses on the issues and establishes that "the media tells us what to think about". The second analyses the aspects or attributes (framing) that journalists highlight when informing about events and points out that "the media not only tells us what things to think about but also how to think about them".
The assumption gathered from the first level of the theory -the setting out of the agendas -is that citizens tend to include in or exclude from their own knowledge that which the communications media include in or exclude from their own content. This gives rise to the phenomenon that people have a perception -a partial one -of the social reality determined by the day-to-day actions of the communications media (Weaver, 1996) . At the second level, the media not only channel the attention of the audience towards certain issues, but also towards the details that reconstruct these. That is, they not only tell citizens which events are salient, but also what aspects of each event are the most important. And all this always in line with the perspective the medium professional wants to transmit, bearing in mind the editorial line set out by his or her media organisation. 
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The ability of the mass media to influence the public agenda, and the emergence of the social media Due to the impact of internet, and in recent years, of social networks, a new scenario has emerged in the construction of the citizens' agenda and currents of public opinion. We are living at a time in which the processes of communication flow in a different manner from the way they did throughout the XX century. There is no doubt that the mass communications media play a fundamental role in the generation and formation of public opinion. However, with the appearance of new technologies, it is more possible than ever for the receptor of information to interact with other receptors and have greater participation in this process of communications with the media and their public. This new language promotes interactions amongst users and between these and the media, new forms of participation, involving the possibility of greater implication in issues considered to be of public interest. More than ever before, a modification in the patterns of consumption of information by citizens is evident.
There currently exists a great debate around new theories regarding communications. One school of thought highlights an evolution between what was initially understood as agenda setting and what is inferred today as a consequence of the emergence of new communications tools. There are various authors that criticise the fact that agenda setting continues to confer great weight to the media, while leaving aside social and political players. In this context, Manuel Castells explains that the potential of audiences for increasing or initiating their communicative practices has grown with the rise in the autonomy of the audiences and of what is known as mass self-communication (Castells, 2009) . But, even before Castells, researchers such as Lang and Lang explained that merely saying that the media establish and generate the agenda was not sufficient (1981) . McCombs himself admitted that the "directionality of the influence in the formation of the agenda is really something quite difficult to determine, because citizens and social network sites are in multiple contacts (McCombs, 2005) , thus the establishment of a single directionality is something highly complicated" (McCombs, 2005) .
With the appearance and consolidation of the Web 2.0, the use of digital technologies modified the way people related to each other on the Internet. An important number of platforms (blogs, forums, chats, etc.), especially in recent years, have converted the web into a more interactive and participative space, with even users themselves producing content. These platforms are known as social media and, within them, communities substitute the audiences, and, within these communities, their members are connected with each other, they exchange content, opinions, and so on. Little by little, the mass media have begun to realise the importance of listening to these emerging conversations in the social media, given that, in this way, the repertory of issues is opened up and even latest ("breaking") news is discovered.
Within this social media we can situate the social networks, and highlighted amongst many of their aspects, is their communicative nature. That is, we can analyse how content is created, how messages are drawn up and structured, how the members of a network communicate or how these grow. Social networks act as a complement. Thanks to the interaction they generate, users can surf and dwell on Journal of Media Critiques [JMC] -Digital Communication Impact 249 content beyond the issues that the media deem to be salient. The audiences, from this moment on, can publish information, express themselves, share, debate, listen and exchange opinions.
Nonetheless, not a few authors recognise that this process of the democratisation of the production of content is not free of polemic: the social networks not only contribute to changing the way we consume news, but also the way of undertaking journalism, the way of producing news. Moreover, social networks are an ideal medium for impacting on and giving rise to conversations amongst people regarding the news, besides attracting audiences to this medium.
The contents published in the social networks reflect the news produced in the mass media, but also that from open spaces -the opinions, concerns, etc. of their audiences, and even news content produced by the latter. Thus, this other content, beyond that of the mass media, also forms part of a public agenda, albeit characterised by diversity. In this context, we are witnessing an interchange of agendas, a phenomenon which McCombs himself referred to as intermedia agenda setting (2005) . While the agenda of the mass media continues to be aimed at influencing the public agenda, the public agenda fed by its audiences also guides that of the mass media. Intermedia agenda setting obliges one to consider what the true role of the audiences is -citizens who see their power in a democratic context -within the configuration of the public agenda. What the audiences are saying on the social networks is beginning to have an effect on the mass media. The consolidation of the social networks has made users acquire a new role and that power which has been to date solely in the hands of media professionals is now shared amongst all.
Aims and case study
This research has sought two main objectives. On the one hand, we wanted to see if there were differences between the most read news items and the most commented stories on the Twitter profiles of two daily newspapers: El País (Spain) and The Telegraph (UK). This enabled us to draw up a profile of the these two daily newspapers, establishing the divergences existing between those news issues about which they have most interest in making salient and those that which rouse most polemic or discussion amongst reader-consumers and that help to create debate and community through the Twitter social network. On the other hand, the news was categorised into sections Politics, Opinion, International, Sports, Culture, Society, Celebrities and Radio and Television. Using this classification, the second main goal of this research sought to establish the differences and similarities between the types of content most visited in the digital editions of the El País and The Telegraph and the reader profiles of both cyber dailies.
The choice of these daily newspapers responds to the comparative power wielded by two European newspapers of reference. The Daily Telegraph was founded in 1855 and has since become the most sold British daily, with an average circulation of 920,000 copies, comfortably surpassing the circulation figures of their most direct rivals, the Times, the Independent and The Guardian. Its digital edition started in 1994 and both editions, print and digital, are of a politically conservative nature. El País was 
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founded in 1976 and its circulation is about 400,000 issues with a real readership of almost two million readers, making it the largest circulation newspaper in Spain. Its incorporation into the worldwide web was in 1996, at first charging for content, but it decided to change its policy and provide free access to its digital edition given the poor results in subscribers. In this case, the profile of the reader is of a more liberal nature and of a centre-left ideology.
The choice of the Twitter platform responds to the fact that in both digital editions the number of followers on Twitter is greatly superior to that of Facebook, the second social network in number of followers. El País has more than three million followers on Twitter compared to 700,000 on Facebook. The Telegraph has somewhat more than five million followers on Twitter, while their Facebook account has somewhat more than a million and a half users.
This data can be visualised in the following graph:
Graph 1. Numbers of followers on Tw itter and Facebook of El País and
The Telegraph Methodology Empirical research on the correlation between the consumption of news in online dailies and the activity of commenting on such news is still at its initial stages, and thus, the methodological approximations are highly diverse. The most recurrent methodologies have been drawn up with the goal of developing an analysis of the business strategies behind the participation provided by the conventional media through multiple channels, the analysis of the content of "journalistic" material produced by audiences through various means, or the participation of audiences through a number of different platforms. Thus, to date, most research has focused on analysing the multiplatform distribution of journalistic content (Cabrera, 2010) , based on the idea that these new forms of distribution increase the possibility of dissemination and consumption of content, thereby attracting profit. However, academic studies still need further proposals regarding research on the relation between the consumption of news online, the use thereof that users subsequently make and, arising from this, the use that online news editors make thereof -in order Journal of Media Critiques [JMC] -Digital Communication Impact 251 to achieve a more rigorous description of the influence of citizens on the agenda of the media.
Thus, in the research presented here, the application of techniques of quantitative analysis was opted for, given that this type of procedure is of utility and validity in order to generalise results and provide control over the phenomena (Hernández, Fernández and Baptista, 2002: 18) . Two information sheets analysing the news gathered in the online version of the El País and The Daily Telegraph (or The Telegraph) newspapers were drawn up by the authors. These enumerated the ten most read news stories in each of the online newspapers and ascertained how many of these news items were subsequently commented upon by users of the Twitter social network medium. The research was limited to 10 news items per day for each medium, the 10 most read news stories and the most commented between the 11-07-2014 and the 20-07-2014. The information sheets were made up of tables of a different nature with the goal of comparing the coincidence between reading activity and that of comment. This was undertaken, on the one hand, to ascertain if the news coincides with respect to what the most is read by the users, and subsequently the most commented on the social network. On the other, to ascertain which area or areas (Opinion, Politics, International, Sports, Society, Culture, Celebrities, Radio and Television programmes or programming) the coincident news belongs to and which rouses most interest amongst the users of Elpais.com and Telegraph.co.uk. We could thus establish the profile of the users, their habits of consumption and their comments regarding the most topical news in these dailies.
Results
The research, undertaken over ten days, involved enumerating the ten most read news stories of the day in the digital edition and the ten most commented on the Twitter profile of the media, in order to thus establish what was the proportion of coincident news, i.e. which of the most read were also the most commented on 1 .
We thus obtained that, of the hundred news items most visited by users of the El País, on twenty-three occasions they were also the most commented on Twitter by the readers. On the contrary and in a striking manner, in the case of The Telegraph, of the ten most read items each day out of the hundred news stories included in the study, only six coincide.
The differences between the two daily newspapers can be seen in the following graph: As can be observed in Graph III, the el País users show great interest in international issues and national political issues -fourteen of the twenty-three coincident news stories refer to these questions. These are followed by four news items from the Society section -17.2% of the total number of coincident stories; it is a section which usually deals with less serious news. Then, dropping to 8.6%, the Sports and Celebrities sections appear, with two news items in each one of the sections. Finally, we have the Opinion section, being that which roused the least interest with just one news story -4.3%. The section on Radio and Television does not have any representation, being the one that does not obtain outstanding visits from users -over the days in which the research was undertaken, it was never either the most read section nor the most followed on Twitter. Nor was cultural information amongst the issues most followed by users.
With all this data, the profile of the reader of the digital El País is that of a person who prefers news of an international and political nature and distances himself or herself from sensationalist news, given that only 8.6% -referring to Celebrities -of this kind of content spark their curiosity. They are less interested in news in the Society section or in Sports, an important datum taking into account that the research coincided with the World Football final. Despite this fact, the day when the greatest amount of news about this issue was posted on the web, this public showed more interest in consulting and commenting on international news, above all that referring to the conflict taking place in Gaza.
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Graph 4. Sections that rouse greatest interest amongst users of The Telegraph Source: authors
In the case of The Telegraph, the result that most attracted attention was the poor diversity of thematic sections that managed to rouse the interest of users to read about and moreover to comment upon in the Social Network. In this case, the section with greatest acceptance amongst readers was Society, making up half of the news amongst the most read and, at the same time, with the greatest traffic on Twitter.
This is followed at 35% by content relating to sport and, finally, political questions with 15%, and which, in reality were represented by a single news story.
In as much that this primary profile of The Telegraph reader tells us of their inclination towards soft and somewhat more tabloid-style news, which is usually located in the Society section, with notable interest in Sports and little in Politics. The International, Opinion, Culture, Celebrities and Radio and Television sections, over the days in which the research was undertaken, did not rouse great interest amongst the readership of this medium. All this indicates, moreover, that The Telegraph reader has little interest in new topics, being more conservative, the type of content that manages to attract and capture their attention being much defined.
In order to be able to establish a more rigorous comparison regarding the profiles of users of both digital media, they have also been categorised by sections 2 , the ten most read news stories in the digital edition, as well as the most commented or shared on Twitter, over each of the days of the research. In this way, we can compare the type of content preferred by the users in order to be informed and those that cause 2 The tables with the results can be consulted in Annex II of this paper.
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Of Audience Reading And Commenting Habits In Elpais.com And Telegraph.co.uk 256 more participation on their part-in order to see if there are similarities and differences.
In the following graph the questions most followed on Twitter by El País users can be consulted:
Graph 5. The most read content in El País and most followed on its Tw itter profile
Source: authors
As can be observed in Graph V there is a synchrony between the most read news and the most commented and/or followed on Twitter of El País in its Opinion and International sections. Also, the sections on Politics and Society are quite balanced, although in both the interest that this content rouses on Twitter is somewhat greater than in the medium itself. On the other hand, in the Sports and Celebrities sections, the number of users of the digital edition is much greater than on Twitter. In the case of news about Culture, we find that the user profile on Twitter duplicates the readership of the digital El País.
If we cross this data with Graph III, where we analyse the percentage of coincident news, i.e. those items that, apart from being most read, are the most followed on the Social Network, we once again see how the sections on Politics and International are at the top, followed by Society. In such a way that, a priori, it can be established that the reader of El País shows a clear inclination for important current affairs -those relating to International, Politics, Opinion and Society and that relegate to secondary importance, both in the digital edition and on Twitter, content relating to Sports or news about famous persons or of an anecdotal nature.
In the next Graph we can see the same data, but in reference to The Telegraph:
Journal of Media Critiques [JMC] -Digital Communication Impact 257
Graph 6. The most read content in The Telegraph and most followed on its Tw itter profile
Source: author
What is most outstanding in the case of The Telegraph is the fact that there is no one section of news that is most read and, at the same time, has greatest movement and most conversation generated on Twitter, with the exception of Opinion -but this has little acceptance in either format. This being the case, we find that Politics and Culture are issues that the users of this daily newspaper follow with greater frequency on Twitter than by reading this information in the medium itself. At the other end of the spectrum, news on International, Sports and Social events have more users in the online edition than in the Social Network, outstanding being the case of international themes. The latter are the most read on the web (39) and, nonetheless, hardly register on Twitter (2).
Thus, the data define for us a user that distinguishes between those questions that they wish to be informed of, showing special interest in International and Sports events, and those which spark debate, being issues of Society and Sports that rouse greatest participation. If, to these data, we add the content of graph IV about the most coincident topics, we have the result that Sports and social topics are those that coincide to the greatest extent. The section on Politics is one of the most coincident sections, but is not in general read or shared/commented on.
Establishing Correlations Between What Is Published And What Is Commented On: A Case Study
Of Audience Reading And Commenting Habits In Elpais.com And Telegraph.co.uk
258

CONCLUSIONS
In general there are no relevant coincidences between the most read and the most commented news in the days chosen for the research analysis, and when they do exist, the editorial profile of each of the two daily newspapers has an abysmal difference. In the popular imagination El País has been considered as a Spanish centre-left newspaper of social-democratic tendencies, a daily that provides political and international news of equality (created in 1976, it was the first one with a clear democratic vision within a context where the rest of the newspapers came from a long history of Francoism). This corresponds to that obtained with the empirical data that the most read and the most commented news always coincides with that belonging to the political arena, more concretely, national politics. Online edition readers receive the news and if they find this very close to their more immediate reality, they refer to the Twitter account in order to personalise it. We can thus conclude that the profile of the Elpaís.com user is a reader with interests that are, above all, in political, international and cultural events, and these are precisely those news items posted in this space and that receives most attention on the Twitter Social Network.
The Telegraph, on the other hand, was founded by a group of persons of a conservative bent, in fact the newspaper, being very close to the Conservative (Tory) political party, is known as "The Torygraph". Today, it maintains its broadsheet format as a serious daily, while, in the way of selecting news issues, flirts with the tabloid genre -a sign of this being the amount of front page "soft news" of a morbid nature or simply anecdotal commentary, entertainment and infotainment, people, couples' issues, models or artists' lifestyles. This phenomenon is directly related to the fact that, in this case, when news stories coincide in being the most read and the most commented, they are the ones from the Sports or Society sections. This is reflected in the gathered data pointing to the Telegraph.co.uk profile being that of a user who is most interested in "soft news" such as Sports or Lifestyles, i.e. in those issues which have a minimum influence on the democratic decisions of a country, preferring more sensational material, albeit located in the Society section. All this, moreover, points to the reader of The Telegraph having little interest in new topics, being more conservative and having a highly defined type of content that manages to capture their attention.
Also, the empirical data gathered confirms that, while in the Elpais.com, there exists influence between the most read and the most commented, in Thetelegraph.co.uk these variables are more independent. Although we would need more case studies to confirm the hypothesis, from this primary research, we can conclude that this phenomenon is due to the fact that, while consumers of "hard news" (that having democratic consequences for the society these users share), are faithful to their source of information -in this case what is provided by the El País -but are even more faithful to the influence of these news items in their immediate social surroundings, and this is why they wish to offer their vision of events. The most assiduous or most interested followers of "soft news" (news that primarily deals with commentary, entertainment, arts and lifestyle) do not have this commitment to their immediate surrounding society in such a solid way, and therefore the regularity with which they offer their particular vision of a news story is less. It has already been
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claimed that softening the news is a technique by the media to help keep an attentiondeficit public on board with the news. Thus, the commentary created by the user being more linked to an entertaining version of the news (infotainment) can be assured -i.e. ensuring that users largely consume Sports and Society news but never hard news, politically speaking, that may spark a serious discussion and that could give rise to severe criticism of the way the newspaper organises the news.
As a follow-on of this modest study, the research will be extended in the future, analysing how the agenda setting and editorial decisions are affected by readers commenting on more or less determined news, thus defining the type of commitment that the medium presents to its reader-consumers. 
